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akan menghianati hasil. 
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Pembimbing : 1. Dr. Drs. Ag. Sunarno H, SH, S.Pd., MM 
  2. Iwan Suroso, SE., MM 
 
UNIVERSITY MURIA KUDUS FACULTY OF ECONOMIC AND 
BUSINESS MANAGEMENT STUDY PROGRAM 
ABSTRACT 
This study aims to determine the effect of Brand awareness, brand 
association, and brand image simultaneous and partial to the purchase decision on 
matte Make Over lipstick customer in Faculty of Economics and Business of 
Muria Kudus University. The population in this study is all users of matte Make 
Over lipstick in the Faculty of Economics and Business Muria Kudus University 
Management Studies Program. The data analyzed in this research is data obtained 
through observation and distribution of questionnaires. Sampling method using 
Non-Probability Sampling method with Purposive Sampling technique. The 
number of samples used is 77 respondents with certain criteria. Analytical 
techniques used are test instrument research in the form of validity test, reliability 
test and classical assumption test, descriptive analysis, and statistical analysis. The 
SPSS for windows application is used to help test this model. 
There is a significant influence between the brand awareness, brand 
association, and brand image of the purchase decision of matte Make Over 
lipstick partially based on test results obtained the brand awareness variable tcount 
of 2,239, the brand association of tcount of 2,174, and the brand value of tcount of 
4.556 from the three variables have the value of tcount> from ttable is 2.094, and 
significance level is 0.005. Multiple variables of brand awareness, brand 
association, and brand image simultaneously influence the purchase decision of 
matte Make Over lipstick based on Fcount value of 20.845> Ftable of 2.730 and has a 
significant value below 0.05, while the brand awareness, brand association, and 
brand image of the purchase decision contributed 43.95%, but overall the 
customer's assessment of brand awareness, brand association, and brand image of 
purchasing decisions was considered good. 
 
 
Keywords: Brand Awareness, Brand Associations, Brand Image, and Purchase 
Decision 
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ABSTRAK 
 
Penelitian ini bertujuan untuk mengetahui  pengaruh variabel Kesadaran 
Merek, Asosiasi Merek, dan Citra Merek secara simultan dan parsial terhadap 
keputusan pembelian pada pelanggan lipstik matte Make Over di Fakultas 
Ekonomi dan Bisnis Universitas Muria Kudus. Populasi dalam penelitian ini yaitu 
semua pengguna lipstik matte Make Over di Fakultas Ekonomi dan Bisnis 
Universitas Muria Kudus Program Studi Manajemen. Data yang dianalisa dalam 
penelitian ini yaitu data yang didapat melalui observasi dan penyebaran kuesioner. 
Metode pengambilan sampel dengan menggunakan metode Non-Probability 
Sampling dengan teknik Purposive Sampling. Jumlah sampel yang digunakan 
adalah 77 responden dengan kriteria tertentu. Teknik analisa yang diguanakan 
adalah uji instrument penelitian berupa uji validitas, uji reliabilitas dan uji asumsi 
klasik, analisis deskriptif, dan analisis statistik. Aplikasi SPSS for windows 
digunakan untuk membantu pengujian model ini.  
Ada pengaruh signifikan antara variabel kesadaran merek, asosiasi merek, 
dan citra merek terhadap keputusan pembelian lipstik matte Make Over secara 
parsial yang didasarkan hasil pengujian diperoleh variabel kesadaran merek nilai 
thitung sebesar 2,239, asosiasi merek nilai thitung sebesar 2,174, dan cita merek nilai 
thitung sebesar 4,556 dari ketiga variabel tersebut memiliki nilai thitung > dari ttabel 
sebesar 2,094, dan tingkat signifikansi 0,005. Secara berganda variabel kesadaran 
merek, asosiasi merek, dan citra merek berpengaruh simultan terhadap keputusan 
pembelian lipstik matte Make Over yang didasarkan pada nilai Fhitung sebesar 
20,845 > Ftabel sebesar 2,730 dan memiliki nilai signifikan dibawah 0,05, 
sedangkan dari  variabel kesadaran merek, asosiasi merek, dan citra merek 
terhadap  keputusan pembelian memberikan kontribusi sebesar 43,95%, namun 
secara keseluruhan penilaian pelanggan terhadap kesadaran merek, asosiasi 
merek, dan citra merek terhadap keputusan pembelian dirasa sudah baik. 
 
 
Kata Kunci : Kesadaran Merek, Asosiasi Merek, Citra Merek, dan Keputusan 
Pembelian 
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